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Abstract 
 
The paper elaborates on the creation of a new Hotel in the region of Western 
Macedonia which targets adventure enthusiasts and nature lovers. It highlights the 
major trends in the adventure tourism industry and discusses the infrastructure in the 
region. Moreover, an External Environmental Analysis and an Industry Analysis 
identify the prevailing market conditions and a SWOT Analysis determines the 
strategies that the company needs to adopt to gain sustainable advantage against its 
competitors. The Business Plan focuses on the financial projections and a detailed 
analysis illustrates the pre-operational and operational economic parameters. In 
addition, ways of funding the project are discussed and an analysis of the target 
audience and its needs is attempted aiming at defining the marketing strategy and the 
promotion campaign of the Hotel. Finally, strategies to ensure the hotel’s prosperity 
and have a profitable performance are included in the paper. 
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1. Introduction 
The dissertation elaborates on the creation and operation of a new Hotel in the region of 
Western Macedonia, which targets particularly the adventure lovers, interested in 
participating in sport activities during their vacations. This new project is going to be 
implemented by PRAXIS S.A., a company that is active in the field of adventure 
tourism in which it has developed considerable experience by investing both in human 
capital and sport equipment that will contribute to the success of the project. PRAXIS 
S.A. plans buying an existing hotel in the center of Florina which will be refurnished 
according to high standards. The new Hotel named The Challenge Hotel is going to 
operate year around since the region offers natural beauty i.e. lakes, forests and 
imposing mountains, which offer plenty of options for engaging in a variety of sport 
activities throughout the year. In addition a cozy and comfortable hotel will offer unique 
moments of relaxation while sport trainers and guides are going to accompany the 
hotel‟s tourists to their activities guarantying their safety. Adventure activities such as 
skiing and snowboarding in the ski stations of the region, windsurfing and kayaking in 
the lakes, mountain biking and trekking on the area‟s mountains belong to the 
company‟s plans. 
The dissertation includes nine chapters. Chapter 2 presents a short description of the 
tourism industry focusing on Greece and alternative tourism. Chapter 3 analyzes the 
External Environment, while in chapter 4 a SWOT Analysis takes place. The economic 
parameters of the project are discussed in chapter 5, and chapter 6 examines the 
business‟s target market. Finally, the marketing strategy and The Challenge Hotel’s 
strategies in order to remain sustainably competitive are stated in chapters 7 and 8 
correspondingly. 
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2. Description of the Industry  
This chapter presents a short description of the tourism industry, focusing on the 
importance of the industry in the Greek economy. Adventure tourism is also defined 
and its increasing importance globally is stated, based on the literature. Furthermore, 
the state of adventure tourism in Greece is examined focusing on the existing 
infrastructure in the Region of Central Macedonia, where the project is located.  
 
2.1.Tourism industry-General information 
Travel and Tourism is a critical economic sector worldwide, with the potential to 
provide economic growth and development internationally. Table 1 in Appendix I 
shows the overall rankings for the 139 countries included in this year‟s Travel & 
Tourism Competitiveness Report, comparing this year‟s rankings with those from the 
2009 edition of the Report. The table shows that Switzerland is the top-ranked country, 
while many countries from Europe do very well in the rankings.  
Tourism has been called the greatest voluntary transfer of wealth from rich to poor 
countries (Ashley, 2009) and in both developed and developing countries, the sector 
commands attention as a means of sustainable economic development
1
. A growing 
national tourism sector contributes to employment, raises national income, and can 
improve the balance of payments. Thus the sector is an important driver of growth and 
prosperity, and, particularly within developing countries, it can also play a key role in 
poverty reduction. Moreover, according to Konsolas & Zacharatos (1993) tourism is 
increasingly recognised as an instrument for regional development especially for 
socioeconomically depressed and problematic areas
2
.  
 
2.1.1. Tourism industry in Greece 
The tourism industry is one of the most important sectors of the Greek economy, as it 
contributes to the increase of the national income and the development of the labor 
market. According to data released annually by the Association of Greek Tourism 
                                                          
1 Ashley, M. (2009) Can the private sector reduce poverty at scale? – evidence from the tourism value chain. The Commonwealth 
Ministers Reference Book, 1-4. 
2 Konsolas, N. and Zacharatos, G. (1993) Regionalization of tourism activity in Greece: Problems and policies. In H. Briassoulis and 
J. Van der Straaten (eds) Tourism and Environment: Regional Economic and Policy Issues (pp. 57–65). Dordrecht: Kluer Academic 
Publisher. 
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Enterprises (SETE)
3
 and the Bank of Greece, tourism is a major contributor to Greek 
economy and a sector of rising competitiveness at global level. 
 Tourism accounted for 16,5% of Greece‟s GDP in 2011 and employed more 
than 758,300 people, accounting for 18,4% of the workforce (table 1 in 
Appendix I).  
 In addition, Greece occupies the 29th place among world‟s most competitive 
markets for tourism, down by five positions since 2009. This decline in rank can 
be traced to factors such as a weaker policy environment and increased concerns 
about safety and security, as well as a lower prioritization of Travel &Tourism 
within the country given the country‟s recent more general economic travails 
(table 2 in Appendix I). 
 According to the World Tourism Organization (UNWTO World Tourism 
Barometer 2011), Greece occupies the 17th place in international arrivals and 
the 19th in revenues from tourism on a global scale (table 3 in Appendix I).  
 Travel and tourism was expected to attract capital investment of €4,0bn in 2011. 
According to the World Travel & Tourism Council
4
 this is expected to fall by 
12,6% in 2012, and rise by 2,0%  over the next ten years to €4,2bn in 2022 
(figure 1 in Appendix I). 
 Domestic travel spending generated 44,1% of direct travel & tourism GDP 
compared to 55,9% for visitors exports (chart 1 in Appendix I). 
 Leisure travel spending (inbound & domestic) generated 94,1% of direct Travel 
& Tourism GDP in 2011, compared to 5,9%  for business travel spending (chart 
2 in Appendix I). 
 
2.2.Adventure Tourism 
Adventure tourism is a new trend in the tourism industry. Adventure, as a way of travel, 
is increasingly appealing to travelers, allowing for a deeper cultural exchange with 
different people and an appreciation for the fragility of places; it is more often viewed 
as a “guilt-free” holiday option given that money spent can penetrate more deeply into 
                                                          
3 www.sete.gr 
4 www.wttc.org/site_media/uploads/downloads/greece2012.pdf 
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communities, contributing to local economies
5
. According to a George Washington 
University study, conducted in partnership with the Adventure Travel Trade Association 
and Xola Consulting, consumers spent more than $89 billion, excluding airfare and 
gear/clothing purchases, worldwide on adventure travel in 2009
6
. The benchmark study 
surveyed people from countries within North America, Latin America and Europe, 
regions that as the Adventure Travel Trade Association says, account for 72.8% of all 
international tourism expenditures and 68.7% of all international departures
7
. “Instead 
of being seen as a small, niche market, the study shows that adventure tourism is a 
sizeable market with the potential for significant economic growth opportunities,” said 
Dr. Kristin Lamoureux, director of George Washington‟s International Institute of 
Tourism Studies
8
.  
In the Adventure Tourism Market Report
9
, adventure tourism encompasses domestic or 
international travel featuring physical activity, nature-based travel and cultural 
experiences
10
.  Adventure tourism is divided in two categories; hard and soft adventure. 
Hard adventure tourism refers to hard, strenuous extreme sports such bungee jumping, 
extreme skiing, trekking, mountain biking etc and soft tourism is related to activities 
such as bird watching, walking, safaris and similar pursuits. 
 
2.2.1. Demand for adventure tourism 
Adventure tourism makes up at least one-fifth of the global tourism industry. According 
to the Adventure Tourism Travel Association, adventure travel is the fastest growing 
segment of the tourism industry. The increasing number of tourists and the evolving 
profile of today‟s traveler demand new ideas and infrastructure projects.  It is estimated 
that more than 25% of travelers from Europe seek new, alternative tourism products
11
. 
Adventure travelers are passionate about what they do and view travel as a fundamental 
                                                          
5
The George Washington University, Adventure Travel Trade Association and Xola Consulting (2011) Adventure Tourism 
Development Index (2010 Report). Working Paper.  
6 Heyniger,Chr. & Xola Consulting (2010) Adventure Travel Industry Growth Statistics. A Compilation of Secondary Research. 
Working Paper. 
7
 www.adventuretravel.biz 
8 The George Washington University (2010) Adventure Travel Industry Growth Statistics. A Compilation of Secondary Research. 
Working Paper, August. 
9
 www.travelmarketreport.com 
10 Ibid 
11 Ibid 
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part of their lifestyle and identity
12
. This well-educated and affluent demographic sector 
welcomes the opportunity to participate in out-of-the-ordinary experiences in non-
traditional tourism settings. For many people the idea of holidays for rest and relaxation 
has shifted to more health-related and quality-of-life experiences, including active and 
sports-oriented trips. Adventure travelers seek unique or new travel destinations and 
activities. The main motivations that drive travelers to pursue adventure tourism 
include: exploring new places, spending time in nature, exploring local cultures and 
pushing their physical limits. It is often believed that a percentage of this sector is 
willing to accept limited tourism infrastructure with the promise of an exceptional, 
authentic experience
13
. Given their desire for exploring new destinations and seeking 
new experiences, they love visiting emerging destinations at the early stages of tourism 
development and engaging with local cultures while on vacation
14
. An attractive 
destination for them is one that provides good services/facilities, a variety of terrain 
with beginner to advanced levels of difficulty for recreational activities and natural 
resources such as wildlife and mountains
15
. Concerning accommodation, there are 
preferences for clean rooms, affordable prices and sometimes remoteness. Taking into 
account the region‟s infrastructure and the needs of our future customers we are going 
to present the following business plan. 
 
2.3.Adventure Tourism in Greece 
Greece‟s geography and climate favor the adventure tourism market since the country 
features a vast number of islands and a highly indented coastline. Moreover 80% of 
Greece consists of mountains or hills, making the country one of the most mountainous 
in Europe. The climate of Greece is primarily Mediterranean featuring mild, wet winters 
and hot, dry summers.  
In Greece investors can find attractive incentives to develop new, thematic tourism 
offerings, such as health tourism, religious tourism, ecotourism, adventure tourism, 
                                                          
12 CBI Product Survey (2009) The EU Market for Adventure Travel. Long Haul Tourism. March. 
13 www.adventuretravelnews.com 
14Schneider, P., Latkova, P., & Vogt, C. (2008) Consumers’ Need for Uniqueness: Seeking the Trait Through Adventure Travel. 
Travel and Tourism Research Association. 
15 Kalahari Management Inc (2001) Tourism Opportunity Analysis Adventure/Extreme Adventure Tourism in the Grande Cache 
Region, prepared for Alberta Economic Development, New World Expenditions, Pam Wight and Associates, March 2001. 
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health tourism, or even gastronomic tourism
16
. Greece is able to offer a multitude of 
these special-interest niches. As a complement to its core product of sun, sand, and sea, 
Greece‟s extraordinary landscape and natural resources, cultural and historical wealth, 
as well as its tradition of hospitality translate into appealing investment opportunities
17
. 
One of the greatest benefits of adventure tourism is its suitability as a 12-month 
opportunity. Special-interest activities attract adherents year round, providing a revenue 
stream the entire year, rather than seasonally, as is the case in traditional visits. 
The trend toward leisure travel is outstandingly high in Greece (chart 2 in Appendix I) 
and there is also a new trend toward alternative forms of tourism. Many websites 
mention Greece as one of the emerging adventure destinations
18
. There is also a great 
number of companies that are activated in the field of adventure tourism around the 
country organizing adventure activities and gaining more and more avid travelers and 
outdoor enthusiasts. 
Tourism is considered to be a major contributor to Greece‟s economy even in strenuous 
times of crisis; alternative forms of tourism offer travelers a variety of choices 
according to their preferences; the present research study focuses on the development of 
adventure tourism in the region of Western Macedonia. 
 
2.3.1.  Soft and hard infrastructure for adventure tourism in Western 
Macedonia 
Entering the adventure tourism market requires valuing the region‟s resources and 
assets appropriately. A research on the soft and hard infrastructure will answer the 
question of whether the region possesses the appropriate infrastructure to welcome 
adventure-seeking travelers. 
Western Macedonia was so far a geographically isolated region. This fact has had a 
negative impact on the area‟s tourist development in contrast to the “sun-sea” pattern 
that has been dominating the tourism sector in Greece for the past years. 
Nevertheless, recent global trends underline the need to seek something different, 
something authentic. It is exactly that difference and authenticity that characterizes 
the region of Western Macedonia.  
                                                          
16 Kontokolias, H. (2012) New trends in the Greek tourism market. Trade with Greece.  pp.88-91. 
17 www.investingreece.gr 
18 www.worldexpeditions.com 
International Hellenic University 
Dissertation 
The Challenge Hotel Project 
 
13 
 
Regarding the soft infrastructure, it is to say that the region of Florina is blessed by 
nature since it possesses six NATURA areas of immense natural beauty (National 
Park of Prespes, Varnounta Mountains, Vegoritida-Petres Lakes, Chimaditida-Zazari 
Lakes, Vernon Mountain-Vitsi Peak, Petres Lake), a technologically advanced ski 
center of high quality snow (Vigla-Pisoderi), interesting geological formations, two 
world trekking paths (E4 and E6 paths) and remarkable traditional settlements with 
accessible information on heritage and culture. In addition, it is rich in water 
resources and well known for its natural mineral water. Western Macedonia is the 
ideal destination for mountain and tourism, both for sport and adventure, such as 
winter ski, trekking, mountain climbing, kayaking, 4x4 excursions, motor cross and 
mountain bike competitions
19
. Moreover in the region there is a considerable number 
of sport trainers and guides with extensive knowledge about existing trails and access 
to recreational resources that can contribute to the project‟s success. Finally visitors 
can enjoy their stay in Florina tasting the local cuisine and biological products; 
Florina red peppers, Prespes beans, traditional pies, mountain tea, spoon sweets, fish 
from lakes and original high quality wine from Amynteo region come to please the 
lovers of gastronomy. 
Concerning the hard infrastructure of the region and especially the accessibility, with 
two new highway arteries -- primarily the Egnatia Road and the road detour of 
mountainous Kastania -- the area can be readily, and, most importantly, safely 
accessible. Moreover, the upcoming construction of secondary roads adjacent to 
Egnatia Road, will make the entire region easily accessible
20
. 
New trends in tourism industry, combined with the fact that more and more travelers 
are interested in alternative forms of tourism such as adventure tourism favor the 
possibility of this project‟s success. The Challenge Hotel aims at satisfying the need 
of all those lovers of activities providing interaction with nature, interaction with 
culture and physical activity. 
 
 
 
                                                          
19 www.alternativegreece.gr 
20 Ibid 
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3. The External Environment 
This section presents the Environmental Business Analysis and an Industry Analysis 
aiming at identifying the prevailing market conditions. 
 
3.1.Environmental Business Analysis 
This section refers to the Environmental Business Analysis which consists of a political, 
economical, social and technological (PEST) analysis. 
 Political/ Legal  Analysis 
The development and implementation of the Greek national tourism policy is supervised 
by the Greek National Tourism Organization (GNTO), and the Ministry of Tourism. 
The two organizations share the responsibilities for planning, implementing and 
promoting Greek tourism at the national and regional level, as well as coordinating the 
involvement of the public and private organizations in all tourism activities. Since 2004, 
when it was first established, the Ministry of Tourism has taken various actions in order 
to promote the country, such as the creation of new strategic plan, an integrated 
promotion of Greece, the increase of the country‟s available budget and an increasing 
participation at international tourism exhibitions
21
. Greece, at least before the economic 
crisis and the people‟s protests that are taking place the last three years, has been 
considered to be a stable country and has not been sensitive to major global events, 
showing remarkable resilience as a tourist destination. As such, fluctuations in tourist 
arrivals are not as great as in other, more vulnerable countries. One of the biggest issues 
facing Greek tourism is its highly seasonal nature. Most tourists visit Greece during the 
summer months, while during the rest of the year most hotels are closed. This is due to 
the lack of charter flights from major source countries towards various Greek 
destinations during the winter months, with the exception of Athens and the lack of the 
appropriate infrastructure throughout the country, capable of attracting visitors during 
the off-peak tourism period. 
The unfavorable conditions of the Greek economy and mainly the unstable tax 
environment and the increase in VAT for tourism services (hotels & restaurants) 
resulted in a decrease of Greece‟s share in global tourism during 2011. However, a 
                                                          
21 Papadimitriou P. & Trakas T. (2008) The changing face of the Greek Hospitality Market, HVS-Athens Office, Working Paper, 
December. 
International Hellenic University 
Dissertation 
The Challenge Hotel Project 
 
15 
 
positive change is expected in the future by the experts in tourism market that gives 
tourism providers favorable signs. Moreover long-term bureaucratic procedures 
concerning the construction and the standards for a hotel‟s operation have a negative 
impact on the entrepreneurs that are interested in activating in the field of tourism 
market.  
 
 Socio-Economic Analysis 
The tourism market is very sensitive to changes in macro-economic conditions such as 
job losses, foreclosures, bankruptcies, increased fuel and energy costs, higher interest 
rates, higher taxes and reduced access to credit. Economy in recession, unemployment, 
descending wages and high inflation may impact negatively on the company‟s financial 
performance and put in doubt the success of the project. However, there is a 
considerable number of people that travel either for business or for leisure and have the 
possibility to spend some money on accommodation at affordable price. These people 
become more and more aware of the alternative forms of tourism since the classical type 
of holidays that consists of sea, sun and sand becomes boring and old fashioned. They 
demand high quality services and are aware of the new trends in the world of hotels and 
accommodation. In addition, they are more sensitive to nature protection and desire to 
leave from urban centers even for a while, choosing new destinations and experiences 
during their holidays. 
 
 Technology 
The Challenge Hotel relies heavily on internet technologies that support web advertising 
and promotion, providing access to a wide range of possible customers. Technology 
systems including online business and the use of Challenge Hotel Club cards favor the 
chances for holidays at lower cost. Moreover new improved designs of sport equipment 
are introduced to guarantee more safety and pleasure, since their reliability increases the 
consumers‟ trust and gives chance even to very beginners to participate in a great 
variety of activities. In addition Jacuzzi & sauna technology is much better nowadays 
and offers the possibility to hotel‟s guests to indulge in the world of relaxation and well 
being. 
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3.2 The Industry Analysis 
The role of a hotel is to satisfy specific needs of its guests. Social changes and new 
trends cause changes in the morphology of adventure tourism industry that try to attire 
more customers offering a range of services. In our case, since the region of Western 
Macedonia is not so developed touristically, there are not well known brand chain 
luxurious hotels; the market is covered by small family hotels, based on the owner‟s 
passion and the personal contact with the clients. The Challenge Hotel is a four stars 
hotel and possessing 40 rooms with modern minimal design, with a clear intention to 
differentiate from the other hotels offering except of a cozy and friendly environment, 
specially prepared nutritive meals full of vitamins that offer energy to its guests that 
later are going to participate in adventure activities. The main competitive advantage of 
our hotel is that it offers the possibility to potential customers to participate in organized 
excursions. These excursions could involve intense sport activities or just the 
opportunity to enjoy the pristine environment in the region, get to know the cultural 
heritage of the region and come close to the local community. The Industry Analysis is 
going to take place applying the Porter‟s Five Forces Model. 
 
 Threat of new entrants 
The possibility of new entry in this industry increases the intensity of competitiveness 
among firms. In order to avoid the threat of new entry The Challenge Hotel will take the 
following actions:  
 Intensify marketing to support the organized activities as a point of 
differentiation from other hotels of the region 
 Introduce new healthy lunches adapted to the needs of the hotel‟s guests and 
based on the local cuisine 
 Continuous refining of the hotel‟s service and amenities  
 Pursue of customers‟ satisfaction 
 Focus on the Greek market since Greek tourists are mainly those that visit the 
region 
 Continued growth of the hotel‟s excursions and their variety to cover all 
customers‟ requests. 
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 Bargaining power of suppliers 
The bargaining power of suppliers affects the intensity of competition, especially when 
there is a small number of suppliers. In the case of The Challenge Hotel this does not 
seem to be a great threat because the company 
 purchases sport equipment either from web sites or from representatives of sport 
equipment brands in Greece  
 negotiates with suppliers terms and conditions concerning the quality, quantity 
and delivery period of required products 
 purchases food products from regional and local sources at affordable prices 
without intermediaries that increase the cost. 
 
 Bargaining power of buyers 
Buyer groups are powerful to firms competing in the tourism industry; so their 
bargaining power represents a major force affecting the intensity of competition for The 
Challenge Hotel because 
 they are important to the hotel‟s vitality 
 they have the choice to prefer other regions of Greece for adventure activities 
i.e. Epirus, Thessaly.  
 they are always informed about new trends, activities, hotels, quality and prices 
and demand new authentic experiences 
 they have the discretion in whether, when and where they experience adventure 
travels. 
 
 Threat of substitute products/services 
The Challenge Hotel faces the danger that the consumers  
 switch to competitor hotels of the region (those customers that are not interested 
in adventure activities) 
 prefer to go alone visiting the region and having their own adventure activities 
 choose  destinations closer to urban centers at lower cost 
 
 Intensity of rivalry among competitors  
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The tourism market is intensely competitive; however, in the region there are no other 
hotels with equal facilities and adventure excursions. The rivalry among hotels in the 
region lies in the fact that guests who are not interested in adventure activities have the 
possibility to choose one of the hotels for accommodation and not to prefer The 
Challenge Hotel.  That is why The Challenge Hotel should always be ready to make the 
next move first in order to be in the leading position. The need to offer high quality 
services, convenience and life experiences remains always primordial. 
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4. SWOT Analysis 
SWOT Analysis is going to determine the strategies that the company needs to adopt to 
cope with the tourism market difficulties, to take advantage of its strengths and 
opportunities, to limit the negative impact from its threats and weaknesses and finally to 
gain sustainable advantage against its competitors. 
 
Strengths 
 Adventure tourism means not only physical activities, but also a „life 
experience‟. The Challenge Hotel responds to what adventure travelers are truly 
seeking: meaningful connections with the place and authenticity. 
 In order to compose tailor-made holidays, it is required flexibility and local 
knowledge that The Challenge Hotel possesses. It emphasizes its local 
knowledge as this is one of its biggest assets and communicates to its customers 
that individual requests can be accommodated. 
 Maximizing the possibility in drawing travelers to our destination, we should 
offer a wide range of adventure activities that will attract all types of adventure 
travelers. The Challenge Hotel offers unique for the region facilities and 
activities that our competitors do not offer. 
 Direct control by The Challenge Hotel’s entrepreneurs, facilitates quick and 
efficient managerial reaction to external challenges. 
 Few hierarchical levels facilitate closer and more effective control over the 
service delivery process, enabling personal services to customers. 
 Personal relationships with consumers, suppliers, labor and the entire tourism 
industry in general; the size of the business enables the provision of a personal 
finish to all services provided, while it is not unusual for customers to become 
friends, and to be treated accordingly. Similarly, strong relations with employees 
support labor loyalty and efficient and prompt reaction to any problem arising.  
 Willingness to finance and execute advertising campaigns and other promotional 
techniques increases the visibility in the markets. 
 Service delivery will be according to the company‟s high quality standards. 
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Weaknesses 
 Lack of operational management know-how at the beginning of the business 
may generate inconsistency in the creation and delivery of tourism product. 
 Little economic development in the region‟s infrastructure. A remote destination 
faces purchasing problems and excessive transportation costs. 
 Enterprises in peripheral regions tend to feel frustrated because they are unable 
to attract consumers, simply because they cannot provide convenient, reliable 
and affordable transportation. 
 The hotel business needs multi-skilled personnel to cover a wide range of 
positions; a loose job description causes usually problems. 
 Lack of economies of scale and low bargaining power are some operational 
disadvantages. This essentially means that small hotels have to pay higher prices 
for products than their larger counterparts. 
 
Opportunities 
 The number of adventure trips is expected to increase in coming years, not only 
due to the recovering economy, but also because of increasing interest among 
travelers in authentic experiences, responsible travel and ecotourism. 
 Emergence of different new adventure activities and expeditions.  
 Increased interest in active and healthy lifestyles.  
 Travelers are increasingly looking for authentic experiences which differ from 
daily life.   
 Growth in travel among young people increases the demand for active holidays. 
 There is a growing segment of population in Europe, consisting mainly of older 
people that have a special interest in adventure travel. This could stimulate 
demand for adventure tourism and increase the potential for adventure tourism 
providers.  
 An increasing number of travelers prefer tailor-made holidays, instead of 
standard holiday packages. As a result of this increasing demand for 
individualized holidays some major adventure travel providers now offer 
personalized trips. 
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 Archaeological heritage, natural and cultural resources, as well as the local 
character is significant assets. 
 Tourists can benefit from local resources which are ideally situated to offer 
special-interest holidays.  
 The importance of sustainable tourism is growing. By implementing responsible 
and eco-conscious measures, adventure tourism providers can stimulate demand 
for adventure tourism towards their destinations.  
 Nowadays tourists are looking for „value for money‟; seeing the added value of 
our tourism product, they are not unwilling to pay a higher price, yet affordable. 
 A growing number of adventure travelers use the Internet as a source to research 
a destination, book a holiday or share experiences. The increased online media 
coverage of adventure tourism makes it possible to reach more potential 
adventure travelers.   
 
Threats 
 Intermediaries and especially tour operators have enormous power and are 
capable of determining the adventure tourism product, marketing, distribution 
and pricing mixes. 
 Due to the recession, some travelers still have limited travel budgets. 
 More and more adventure tourism destinations are emerging, which not only 
shows the popularity of adventure tourism, but also signifies more competition 
for adventure tourism providers. 
 The market for shorter adventure trips is growing, limiting this way the inflows 
of adventure tourism providers. 
 Tourism is a relatively price sensitive and competitive industry as travelers are 
influenced by the economy and their financial future, they have many 
destinations and types of holiday to choose from. 
 Fuel prices influence prices in the tourism industry. Fuel prices correlate closely 
with oil prices. The current high oil prices could encourage travelers to have 
their holiday closer to home.  
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5. Business Plan 
The purpose of this Business Plan is to enable potential investors and/or financiers to 
gain an overview of the nature of The Challenge Hotel project and detailed analysis of 
economic parameters of the project in order to begin the process of informed decision 
making. To this end, we have compiled a timetable for design and refurbishment of the 
hotel, the costing and finally the projected operational concept and financial projections. 
 
5.1 The Challenge Hotel Project 
The following table summarizes the main characteristics of the project. 
 
Table 1   The Challenge Hotel Project 
Project 
Name 
The Challenge Hotel  
Building 1.500 sq. m in the center of Florina 
Capacity 40 room hotel 
Project 
Time 
Schedule 
Approximately 9 months 
Total 
project cost 
Refurbishment cost: Approximately €308.250 
Purchase of the building: €1.000.000 
Total project cost: Approximately  €1.308.250 
Funding Equity, ESPA subsidy 
Product 
Profile 
The Challenge Hotel project will include 40 rooms, Jacuzzi & sauna 
facilities, restaurant and parking facilities for 15 vehicles. The intention is 
to offer accommodation and services of high quality and let our customers 
indulge in outdoor activities and live the authenticity of the region. The 
pricing policy will be according to the amenities offered and based on the 
addressed target group.  
 
The hotel is valued at €1.000.000 fully equipped; however a refurbishment is required. 
The company‟s intention is to pay the cost of the purchase in three installments with the 
last installment paid just before the start of the hotel‟s operation. In the first phase, 
depending on the final financial and operational forecast, an interior refurbishment is 
going to take place, and vehicles and sport equipment for the activities are going to be 
bought. 
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Based on the current trends in adventure tourism, the company plans to organize 
activities and excursions that will support the primary revenues of the hotel, making this 
an attractive project with solid return. 
 
 The Hotel sector in the region of Florina 
The profile of the region concerning the existing hotels comprises of 5 three star hotels 
and one two star hotel in the city center or very close. An interview with some of their 
managers revealed that even in this strenuous financial period the hotels have almost 
80% - 90% occupancy in working days and sometimes 100% occupancy. During 
weekends there are almost full of guests; this fact encourages our project since there are 
travelers that choose Florina as destination for business or leisure. The majority of the 
arrivals in the city come through travel agencies that organize tours in the region of 
Western Macedonia; however during weekends there are many individual travelers. 
Florina is a four season destination with the majority of arrivals taking place during 
Christmas and Easter holidays and the month of August. The problem that the hotel 
sector in Florina faces, is not the small number of arrivals but the pressure on behalf of 
tour operators for more and more reduced prices, limiting this way the profit margin and 
increasing the competition among the hotels since the facilities offered are similar –all 
the hotels offer bed and breakfast and one of them offers spa facilities. 
 
 Timetable 
The breakdown of the project‟s phases is as follows: 
Design Phase     1 month 
Purchase Phase    1–2 months 
Refurbishment Phase    4 months 
Promotion Campaign Phase  1 month 
Project Closeout    1 month 
In some circumstances, these phases may overlap. The intention is to achieve as much 
work in parallel as possible. Local architectural and engineering firms will be used to 
ensure speedy statutory approval by the local authorities, which is expected to take 
place during the design and refurbishment phases. 
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5.2 Estimated costs  
The budget provides the financial framework within which the project is going to 
operate. It is going to act as an instrument used by management for controlling and 
directing activities. In the following paragraphs we present the pre-operational and 
operational costs of the hotel. 
 
 
5.2.1 Pre-operational costs 
The cost before the hotel‟s operation concerns the design, the refurbishment, the 
purchase of the required equipment and the promotion campaign. A market research 
took place and the average cost is given below. 
 
Table 2. Estimated costs of design 
Design services (Architectural & Engineering) €12.000 
Management services (Design & Construction)  €6.000 
Total € 18.000 
 
The design services are going to cost €18.000. 
 
 
Table 3. Estimated costs of refurbishment 
 
 
 
 
 
 
 
 
The refurbishment of the hotel is going to cost €148.100. 
 
New furniture €70.000 
Plastering the building € 7.000 
Curtains €5.000 
Linen for rooms €3.200 
Sanitary articles for rooms and shared spaces  €35.000 
Moquette carpets €6.400 
Kitchen crockery €8.000 
Jacuzzi and sauna construction € 13.500 
Total €148.100 
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Table 4. Estimated costs of sport equipment and vehicles 
3 mini-buses of 10 seating capacity €38.750 x 3= €116.250 
30 sets of ski/snowboard equipment €250x30= €7.500 
20 sets of windsurfing equipment €400x20= €8.000 
40 mountain bikes €150x40= €6.000 
Total € 137.750 
 
The purchase of the vehicles and the sport equipment will cost €137.750. 
 
Table 5. Estimated costs of promotion campaign 
Hotel’s logo creation €500 
Hotel’s site page creation €2.500 
Advertisement preparation €400 
Integrated hotel’s advertisement in sport/tourist magazines €1.000 
Total €4.400 
 
The promotion campaign is going to cost €4.400. 
 
In total, the cost of purchase of the hotel, its refurbishment, the purchase of the 
necessary equipment and the initial promotion campaign bringing the project to point of 
handover to operations is estimated at €1.308.250 (table 1 in Appendix II). This 
scenario assumes completion of all works before the start of operations.   
 
 Summary of purchase and refurbishment costs per month 
The figures provided in the previous tables represent the total estimated expenditure for 
the purchase, design, refurbishment and promotion of the Challenge Hotel project. This 
expenditure will occur over a 9 month period, as described in the project timetable. In 
this section we detail the project‟s monthly estimated cash outflow. This cash outflow 
takes into account the initial design and investigation costs, projected monthly costs 
during the refurbishment phase, including sport equipment and vehicles purchases and 
advertising. 
This table again assumes completion of all works before the start of operations. 
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Table 6. Pre-operational costs per month 
Month Purchase of 
the building 
Design Refurbishment Purchase of 
equipment & 
vehicles 
Promotion 
Campaign 
1 €500.000 €3.000    
2  €3.000 €30.000   
3  €3.000 €25.000 €50.000  
4  €3.000 €15.516 €3.000 €500 
5 €250.000 €3.000 €15.516 €2.500 €500 
6  €3.000 €15.516 €25.000 €1.000 
7   €15.516 €8.000 €1.000 
8   €15.516 €8.000 €700 
9 €250.000  €15.520 €41.250 €700 
Total €1.000.000 €18.000 € 148.100 €137.750 €4.400 
 
5.2.2 Operational Projections 
 Management team  
Most of the members of the management team will have direct knowledge of the 
hospitality industry and outdoor activities, and will possess the necessary administration 
skills. Our team will include a general manager, a chief sport trainer, marketing 
personnel, and a professional with accounting experience. The team will be tailored to 
the needs of the hotel and will provide complementary personal services where needed. 
 Personnel 
The 5 year projection for personnel is expected to show the following: 
 Table 7   Personnel 
Personnel Projection Year 1 Year 2  Year 3 Year 4 Year 5 
Accounting 2 2 2 3 3 
Kitchen/Restaurant staff 6 6 7 7 7 
Hotel reception 4 4 4 4 4 
Housekeeping 3 3 3 4 4 
Sport training/guides 4 4 5 5 5 
Total 19 19 21 23 23 
 
 Operational costs 
This section presents an operational outline of the hotel per month and the preliminary 
feasibility figures in the Appendix II show projected returns over a five year period. It is 
worth mentioning that during the period of Christmas, Easter and summer holidays an 
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increase in the cost of employees‟ salaries is included i.e. Christmas bonus takes place 
according to the Greek regulations. Moreover during these periods the number of the 
hotel‟s customers increases having as a result the growth of operational costs as well. 
The operational outflows concern salaries, water supply and electricity, heating cost, 
food and beverage provisions, vehicles‟ fuel, hotel‟s security, advertising, maintenance 
and stationery cost (table 2 in Appendix II). The cost is calculated according to our 
estimations for the tourists‟ arrival at the hotel during each month; especially during the 
Christmas and Easter holidays and the summer period operational costs increase since 
the number of customers is greater. 
As it will be discussed in detail in the next session, we make the conservative 
assumption of zero growth in arrivals for the second year, while there is a slight increase 
in the third and much greater in the fourth year. Accordingly, for the first and second 
year the operational cost is €493.700 (table 2 in Appendix II), while for the third year 
there is a slight increase of operational cost and the yearly expenses amount to €496.900 
(table 3 in Appendix II). Since a greater improvement of the revenues is estimated for 
the fourth year, the operational cost is going to increase to cover the higher 
requirements. For the fifth year we assume once more neither improvement nor 
deterioration of the arrivals. So the operational cost for each one of these two years is 
€527.860 yearly (table 4 in Appendix II). The figure below demonstrates the operational 
outflows per year. 
Figure 1. Operational Outflows per year 
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5.3 Hotel’s Revenues 
The revenues of the hotel come from: 
 The rooms 
 The Jacuzzi and sauna facilities 
 The restaurant 
 
Rooms 
First – second year 
It is estimated that in the first year the hotel is going to operate during the working days 
at 70% of its capacity and during weekends at 90%. Prices during working days are at 
€50 per double room/night including breakfast for those who do not participate in sport 
activities, and at €80 for those participating in adventure excursions. It is estimated that 
during working days 80% of the hotel‟s customers will not engage in activities; 
however 20% will be at the hotel participating in the activities. On the contrary during 
weekends 90% of our customers is going to take part in our organized excursions while 
only a 10% will stay at the hotel just for the accommodation. Prices during the 
weekends are adjusted to €60 per double room/night for simple accommodation and to 
€100 for those participating in the activities. The average hotel‟s revenues per month for 
the first and second year are €59.120 (table 5 in Appendix II). 
During the Easter holidays with the weather improving considerably, Florina offers 
great outdoor opportunities enjoying nature‟s beauty and discovering the region. It is 
estimated that for the month of April the arrival concerning adventure activities will 
touch 100% for the two weeks of holidays while the other days of the month the regular 
occupancy is expected. It should mention that during the Easter holidays the price per 
room amounts to €100. The revenues for the month of April are expected to reach 
€89.560 (table 6 in Appendix II). 
During the month of July it is estimated an increase in revenues since we expect to 
work on 95% capacity. 90% of rooms are reserved for people interested in taking part in 
outdoor activities and 10% for simple accommodation. Moreover the pricing policy is 
different for the summer months since it is high season for tourism. So the revenues for 
this month are expected to be €109.200 (table 7 in Appendix II). 
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For the month of August it is estimated 100% occupancy by adventure lovers 
throughout the month. This means that the revenues will be €120.000 (table 8 in 
Appendix II). 
For the month of December it is estimated 100% occupancy for the Christmas and New 
Year holidays while during the rest two weeks the normal rates of occupancy (70%) are 
expected. The revenues for December are estimated at €89.560 (table 9 in Appendix II). 
The figure below shows the inflows from the first year operation of the hotel. Since we 
have assumed neither improvement nor deterioration of revenues for the second year, 
the inflows will be the same.  
 
Figure 2. Inflows from rooms’ occupancy of the 1st /2nd year of operation 
 
 
Third year 
A small increase is anticipated for the third year according to our conservative 
assumptions. Assuming that prices and the occupancy rates (70% during working days 
and 90% during weekends) remain the same but there is an increase in the share of 
adventure tourists (70% simple accommodation and 30% participation in tourist 
excursions during working days and 5% simple accommodation and 95% excursion 
lovers during weekends) thanks to the two previous years of operation and the 
advertisement campaign, it is estimated that the average hotel‟s revenues per month are 
€64.120 (table 10 in Appendix II). 
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During the Easter holidays it is estimated an increase for these special two weeks. So 
the inflows are expected to be€90.480 (table 11 in Appendix II). During the month of 
July we assume a further increase in revenues; this means that there is going to be a 
98% of occupancy. 95% of the rooms are reserved for people interested in taking part in 
outdoor activities and 3% for simple accommodation. Moreover during the summer 
months the pricing policy is different - high season-. Thus the revenues for this month 
are estimated at €114.600 (table 12 in Appendix II). 
For the month of August it is estimated 100% occupancy of adventure lovers. The peak 
of revenues will be €120.000 (table 13 in Appendix II). For the month of December it is 
estimated a100% occupancy for the Christmas and New Year holidays while during the 
next two weeks there are the normal rates of occupancy (70%). So the revenues will be 
€90.480 (table 14 in Appendix II). 
The chart below demonstrates the inflows per month during the third year of operation. 
 
Figure 3. Inflows from rooms’ occupancy of the 3nd year of operation 
 
 
 
Fourth –fifth year 
Further increase is estimated for the fourth and fifth year. These two years the hotel is 
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(5% simple accommodation, 95% outdoor activities). The inflows are estimated at 
€71.760 (table 15 in Appendix II). During the Easter holidays it is estimated an increase 
in arrivals for these special two weeks. So the revenues are expected to be €93.880 
(table 16 in Appendix II). During the month of July there is going to be 100% of 
occupancy. 97% of rooms are reserved for people interested in taking part in outdoor 
activities and 3% for simple accommodation. So the inflows amount to €118.800 (table 
17 in Appendix II). 100% occupancy of adventure lovers during August is anticipated 
and the revenues will be€120.000 (table 18 in Appendix II). For Christmas and New 
Year holidays is expected 100% occupancy while during the next two weeks the normal 
rates of occupancy (80% for working days and 95% for weekends) are expected. The 
inflows will be €93.880 (table 19 in appendix II). 
The following chart shows the inflows per month during the fourth year; since no 
further improvement of the revenues is expected for the fifth year the figure represents 
the inflows during the fifth year as well. 
 
Figure 4. Inflows from rooms’ occupancy of the 4th /5th year of operation 
 
Summing up the previous analysis (table 20 in Appendix II), figure 5 illustrates the flow 
of revenues during the first five years of operation. It is clear that there is a considerable 
increase of revenues as time progresses. 
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Figure 5. Turnover from rooms’ guests per year 
 
 
 Jacuzzi and sauna 
First/second year 
The Jacuzzi and sauna facilities are not included in the price of accommodation and are 
considered as extra revenue for the hotel. €30 per room (2 persons) charge is assumed 
and it is estimated that 40% of our customers is going to use these facilities at least once 
in a four or five days stay. According to conservative estimations we believe that an 
average 50% of all customers will visit these facilities at least once. According to these 
assumptions inflows per month will reach €1.680 (table 21 in Appendix II). During the 
Easter holidays the increased number of customers will also improve the inflows from 
Jacuzzi & sauna. So the revenues will be €2.040 (table 22 in Appendix II). During July 
the estimated 95% occupancy will increase the inflows from the use of Jacuzzi and sauna to 
€2.280 (table 23 in Appendix II). For the month of August it is estimated 100% occupancy 
of adventure lovers. This leads to revenues up to €2.400 (table 24 in Appendix II). For 
the month of December it is estimated 100% occupancy for the Christmas and New 
Year holidays while during the rest two weeks the normal rates of occupancy will 
prevail (70%). The inflows will be €2.040 (table 25 in Appendix II). Figure 6 illustrates 
the inflows per month during the first and second year of operation, summarizing the 
above analysis. 
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Figure 6. Inflows from the use of Jacuzzi of the 1
st
 /2
nd
 year of operation 
 
 
 
Third year 
Assuming that an increase of 5% of the users of Jacuzzi and sauna takes place this year, 
which is based on the conservative estimation of the 70% occupancy of the hotel‟s 
rooms, the average revenues per month are expected to be €1.800 (table 26 in Appendix 
II). The increase during Easter holidays will cause a boost in the use of Jacuzzi & sauna 
facilities. So the revenues for April amount to €2.220 (table 27 in Appendix II). During 
the month of July occupancy of 98% is estimated and the inflows will be €2.520 (table 
28 in Appendix II). During August 100% occupancy is anticipated. So the revenues are 
at their peak and touch €2.640 (table 29 in Appendix II). For the month of December it 
is estimated 100% occupancy for the Christmas and New Year days while during the 
rest two weeks the normal rates of occupancy (70%) apply. The revenues are expected 
to be €2.220 (table 30 in Appendix II). 
The figure below illustrates the inflows per month of the third year of operation. 
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Figure 7    Inflows from the use of Jacuzzi of the 3
nd
 year of operation 
 
 
Fourth/ fifth year 
Following the increase of the hotel‟s visitors this year there is an increase of 5% of the 
users of Jacuzzi and sauna. The average revenues per month will be €2.280 (table 31 in 
Appendix II). During Easter holidays we are going to have a further increase. So the 
inflows are expected to be €2.580 (table 32 in Appendix II). During the month of July 
and August occupancy of 100% is estimated and the revenues per month will be €2.880 
(table 33 & 34 in Appendix II). For the month of December it is estimated 100% 
occupancy for the Christmas and New Year holidays while during the next two weeks 
there are the normal rates of occupancy (80%). The revenues amount to €2.580 (table 35 
in Appendix II). 
The following figure illustrates the revenues per month during the fourth year of 
operation. Assuming that there is no further increase in inflows the fifth year, the figure 
shows also the inflows of the fifth year. 
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Figure 8. Inflows from the use of Jacuzzi of the 4
th
 / 5
th
 year of operation 
 
 
The following figure shows the turnover from the use of Jacuzzi & sauna. The first 
year‟s turnover is €22.200 while the fifth year‟s inflows are €29.160, depicting an 
increase of 31% (table 36 in Appendix II). 
 
Figure 9. Turnover from Jacuzzi & sauna guests 
 
 
 
 
0
500
1000
1500
2000
2500
3000
3500
1 2 3 4 5 6 7 8 9 10 11 12
0
5000
10000
15000
20000
25000
30000
35000
first year second year third year fourth year fifth year
International Hellenic University 
Dissertation 
The Challenge Hotel Project 
 
36 
 
Restaurant 
First/second year 
It is estimated that the restaurant for the first year of its operation is going to serve about 
the half of its customers at the price of €10 per person. Average 28 rooms per day/ 
month are reserved, most of them double. We estimate that 50% of the rooms‟ 
customers are going to taste the hotel‟s cuisine. So the revenues per month are expected 
to be €8.400 (table 37 in Appendix II). The hotel for the days of Easter is going to have 
occupancy of 100% and the rest two weeks the usual occupancy of 70%. The 
restaurant‟s inflows will be €10.200 (table 38 in Appendix II). The hotel for the month 
of July is going to have occupancy of 95%; so the revenues amount to €11.400 (table 39 
in Appendix II). During August full occupancy (100%) is expected. The inflows touch 
€12.000 (table 40 in Appendix II). The hotel for the days of Christmas is going to have 
occupancy of 100% and the rest two weeks the usual occupancy of 70%. The turnover is 
going to be €10.200 (table 41 in Appendix II). 
The following figure demonstrates the turnover from the restaurant‟s operation the first 
year; since the revenues remain stable the same the second year the figure refers also to 
the second year of operation. 
 
Figure 10. Inflows from the restaurant’s operation of the 1st / 2nd year 
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Third year 
Supposing that an increase of 5% of the users of restaurant takes place this year, which 
is based on the conservative estimation of the 70% occupancy of the hotel‟s rooms, the 
revenues will be €8.700 (table 42 in Appendix II). The hotel for the days of Easter is 
going to have occupancy 100% and the rest two weeks the usual occupancy. So the 
inflows are expected to be €10.350 (table 43 in Appendix II). The hotel for the month of 
July is going to have occupancy 98%. The revenues amount to €11.700 (table 44 in 
Appendix II). The hotel for the days of August is going to have occupancy 100% and its 
revenues touch €12.000 (table 45 in Appendix II). The hotel for the days of Christmas is 
going to have occupancy 100% and the rest two weeks the usual occupancy. The 
inflows will be €10.350 (table 46 in Appendix II). 
The figure below shows the inflows from the third year operations of the hotel. 
 
     Figure 11. Inflows from the restaurant’s operation of the 3nd year 
 
Fourth/fifth year 
The increase of the hotel‟s visitors this year causes an increase of 5% of the users of 
restaurant. The average revenues per month will be €9.000 (table 47 in Appendix II). 
The hotel for the days of Easter is going to have occupancy 100% and the rest two 
weeks the usual occupancy. So the inflows for April will be €10.500 (table 48 in 
Appendix II).The hotel for the month of July and August is going to have occupancy 
100% and the revenues amount to €12.000 per month (table 49&50 in Appendix II). 
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The hotel for the days of Christmas is going to have occupancy of 100% and the rest 
two weeks the usual occupancy. The inflows are expected to be €10.500 (tale 51 in 
Appendix II). The following figure demonstrates the revenues of the fourth and fifth 
year of the restaurant‟s operation. 
Figure 12. Inflows from the restaurant’s operation of the 4th / 5th year 
 
The figure below demonstrates the turnover from restaurant‟s services. It is evident that 
there is an increase in the revenues the fifth year of its operation of 5% (table 52 in 
Appendix II). 
Figure 13. Turnover from restaurant’s guests 
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5.3.1 Summary of all operations’ inflows 
The figure 14 demonstrates the inflows of the hotel from its three operations; rooms, 
Jacuzzi & sauna, restaurant.  The main source of revenues is the rental rooms, while at 
the second place are the revenues from the restaurant and third those from Jacuzzi & 
sauna. We made very conservative assumptions regarding the use of Jacuzzi and sauna. 
In the future as the demand for this kind of facilities increases, we expect that revenues 
will increase. 
 
Figure 14. Total inflows per year 
 
 
 
The figure 15 illustrates the expected inflow of total revenues during the first five years 
of operation. The financial performance even under very conservative assumptions is 
positive since the revenues are estimated at €1.014.480 during the first year, while in the 
fifth year they reach €1.146.800, showing an increase of 13% (table 53 in Appendix II).  
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Figure 15. Turnover from all hotel functions
 
 
5.4 Calculation of EBIT & ROS 
Every fiscal year closes with profits since inflows outweigh outflows (table 54 in 
Appendix II) as illustrated in figure 16. 
 
Figure 16.  Operational Outflows/Inflows per year 
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we estimated that during the period of crisis there is no improvement of revenues but 
not deterioration as well. The third year according to our conservative estimations there 
is going to be an improvement of the earnings in relation to the second year. For the 
fourth year an increase of earnings of 9,4% is going to take place which is going to 
remain stable during the fifth year too. The total EBIT for the five years of hotel‟s 
operations are €2.849.380 as indicated in table 55 in Appendix. 
 
Table 8. Total turnover / expenditure 
 Inflows Outflows EBIT ROS 
Initial investment  1.308.250   
First year 1.014.480 493.700 520.780 51,00% 
Second year 1.014.480 493.700 520.780 51,00% 
Third year 1.066.840 496.900 569.940 53,00% 
Fourth year 1.146.800 527.860 618.940 54,00% 
Fifth year 1.146.800 527.860 618.940 54,00% 
Total 5.389.400 2.540.020 2.849.380  
 
From Table 8 it is evident that the Return on Sales -ROS- is always positive and it 
increases gradually showing that according to our estimations The Challenge Hotel will 
be a profitable business. 
Recall the total initial investment is estimated at €1.308.250 (table 1 in Appendix II). 
Therefore the breakeven point comes in the third year when the cumulative net earnings 
cover the initial investment. The breakeven point is considered without taking into 
account the taxes that the company will be charged and without paying any dividends to 
the company‟s shareholders for the first five years of operation, since this is included in 
the initial agreement.  
We can conclude that even in strenuous times this hotel with the appropriate 
management, the high level of service and its competitive advantage that focuses on 
adventure lovers, which differentiates it from its competitors in the region has a very 
good performance and chances of success. Moreover there is the possibility in the future 
to reexamine the pricing policy according to the hotel‟s occupancy during working days 
and for those clients that do not desire to take part in the outdoor activities with the view 
to remaining competitive in relation to the prices of the other hotels. 
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5.5 Funding the project 
 Financing the project is one of the most vital issues; it has been decided to be raised 
€1.000.000 equity from the company‟s funds and the rest of the expenses will be 
financed by European programs that support tourism investments. After a careful 
research regarding programs that run currently, we conclude that our investment 
proposal can be subsidized by ESPA and especially by the 2
nd
action for strengthening 
Enterprises operating in Manufacturing – Tourism – Trade-Services under the ROP 
NSRF 2007-2013
22
. The program‟s prepublication has been already posted, however not 
deadlines have been yet announced. This means that we have plenty of time to prepare 
the business proposal. It is worth mentioning that the deadlines for admission to the 
program “Alternative Tourism” expired a few months ago23 but various other calls for 
proposals concerning the competitiveness and the entrepreneurship are open or are 
about to open
24
. Therefore, the potential for finding financial support from programs 
exists.  
We choose the ESPA program mentioned above because it concerns not only existing 
firms but also non-incumbent enterprises that are going to be established after the 
submission of their investment plan. Moreover the amount of money that is going to be 
allocated in the region of Western Macedonia and concerns tourism investments is 
€1.575.000. The subsidy rate is 50% for small enterprises that employ up to 50 people 
and can touch the amount of €300.000. In addition the deadline for completion of 
funded investments may not exceed eighteen months and we intend to finish the 
refurbishment and start the operation of the hotel in a period of 9-10 months. There is 
the possibility for a 60% advance payment of the total amount of the subsidy, which 
will improve our liquidity. Finally, in the framework of development and 
competitiveness, government‟s intention is the rapid absorption of the funds on behalf 
of the enterprises.  
Looking for ways to raise money for the start up of the project we remarked that there 
are favorable loans by the Fund of Entrepreneurship of ETEAN S.A. and the National 
                                                          
22
 www.ependyseis.gr 
23 www.espa.gr 
24 www.antagonistikotita.gr 
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Bank of Greece for action in the tourism sector
25
. It concerns loans from 5 to 10 years 
with a possibility of an interest-bearing grace period up to 2 years. However due to the 
availability of our company to find the needed funds and the promising chances of 
subsidizing the projects by ESPA, it has been decided to start the business with no 
corporate debt. Moreover it was agreed that no dividends are going to be distributed the 
first five years operation of the hotel, since the growth of the business is considered to 
be the first priority. 
 
 
 
  
                                                          
25
 www.startupgreece.gov.gr 
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6. Description of the project and its target market 
The Challenge Hotel has a clear focus on the adventure tourism segment of the tourism 
industry, which is currently underdeveloped in the region despite its natural advantages. 
This chapter presents the Hotel‟s vision and mission and describes the target group. 
 
6.1.The Challenge Hotel’s vision/mission  
 Vision 
The vision of the company is to:  
Deliver authentic experiences in nature by developing a high level of services and 
coordinating our cultural and natural assets. 
 
 Mission 
The mission of The Challenge Hotel is to: 
Offer high quality accommodation and associated amenities at competitive prices, and 
give the pleasure to both adventure seekers and nature lovers to have unique 
experiences and vacations full of energy. Obtaining a permanent place in the local and 
national market place is our primary goal; we wish to acquire national and 
international renown as an adventure destination within the next 5 years and to 
contribute to the improvement of the local economy and the enrichment of the quality of 
lives for people in the region where we are activated. 
 
6.2.Target audience’s profile 
Adventure travelers and those who love authentic moments in nature consist of the 
company‟s target audience. The market segmentation and the special attributes of this 
target group are going to determine the whole marketing strategy.  
Adventure lovers seek unique or new travel destinations and activities. It is often 
believed that a percentage of this sector is willing to accept limited tourism 
infrastructure with the promise of an exceptional, authentic experience
26
. Given their 
desire for exploring new destinations and seeking new experiences, they love visiting 
emerging destinations at the early stages of tourism development. Adventure travelers 
                                                          
26 www.adventuretravelnews.com 
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are passionate about what they do and view travel as a fundamental part of their lifestyle 
and identity. They love nature and have ecological consciousness. Moreover they are 
interested in the local cuisine of the region they visit and have a preference towards pure 
homemade products. It is not unusual for them to cut back on other items of expenditure 
rather than cut back on their adventure trips. According to the trait theory of 
personality
27
 we can admit that adventure seekers are early adopters: they are highly 
involved in the decision making and desire qualitative and pleasant vacations; they 
belong to the profile of the consumer innovator
28
 as they are more likely to go to a new 
destination or try new products before most people. In order to decide their destination, 
most of them are turning to the Internet to research their trips. When researching a 
destination, most travelers go directly to Google with generic search terms such as the 
destination name; moreover they visit the destination‟s official website29. They also take 
their cues from sources such as magazines, tour operators, or even social media blogs 
and networks such as Facebook
30
.  
 
Age 
The majority of adventure travelers are between 25-55 years old, although there are 
significant numbers of soft adventure travelers who are 55+.  
 
Gender 
There are as many women as men since women are becoming an increasingly important 
group among adventure travelers. The Challenge Hotel targets at both males and 
females. 
 
Life stage 
The typical adventurer is a mix of women, men, single or married, families and the so-
called „mature‟ traveler.  
 
 
                                                          
27 Moschis, G. (2012) Consumer Behavior. Lecture Notes. International Hellenic University: Thessaloniki. 
28 Ibid 
29 Standeven, J. & Paul de Knop (1999) Sport Tourism. Human Kinetics. 
30www.adventuretravelnews.com 
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Socio-economic status 
The 25-55 years old have traveled throughout their youth, or studied abroad, while the 
baby boomers are frequently awakening or re-awakening to the adventure travel 
experience later in life. Many find themselves with extra time and money as their 
children have moved from the house or they enter retirement with good health and a 
curiosity to do things they couldn‟t during their working years. They are motivated 
consumers and more highly educated than other types of travelers. Income for these 
travelers is higher than average and many come from professional or managerial 
occupations. They live mainly in urban areas.   
 
Lifestyle 
Adventure travelers tend to be active both in their community lives and their travel 
lives. This suggests that they are willing to commit time and resources to organizations 
they believe in. They are bold and courageous and love traveling, experiencing exotic 
tastes
31
. Planning their vacations, adventure travelers place a high importance on 
exploring new places, time to be in nature, meeting and engaging with local cultures 
and pushing their physical limits. Accommodation preferences range from tents to 
hotels, B&Bs, cabins and lodges. Reasons for taking an adventure travel vacation 
revolve around the natural environment i.e. seeing it, having adventures, being away 
from crowds and civilization, and having personal growth through education or 
challenging activity
32
.   
 
6.3.Summary of adventure tourism market with reference to unmet needs 
 Adventure tourism is, like most other tourism market segments, susceptible to 
economic circumstances; the market suffered from the economic crisis due to a 
reduction in consumer spending. Significant changes and new prospects in the tourism 
industry intensify the need to be in contact with the consumer‟s needs in order to have a 
competitive advantage and create value for the company. Authenticity, new destinations 
with activities which boost the levels of adrenaline and make people enjoy their life 
become the target of travelers, whose attitude is formed by the direct experience, the 
                                                          
31 Ibid 
32 Ibid 
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feelings about this experience and the brand, as well as the probability to form a 
tendency towards the specific service.  
 
6.4.Market segmentation-positioning 
As it was stated, adventure travelers 25-55 years old and baby boomers are the target 
group of our project. Therefore the marketing strategy should cover the needs and 
specialties of every target category. 
 
 Young-middle aged target (25-55 years old) 
They consist of a key demographic segment since they love traveling and living new 
experiences. They are users of internet in order to be aware of the trends and actuality 
and have clear preferences to sport activities; they are passionate and like escaping from 
the daily routine even weekends, as they do not prefer long vacations due to their 
professional obligations. However they are selective and demanding concerning the 
quality of their holidays and they are willing to visit the place again and again in order 
to participate in the same or different activities, if they are satisfied by the quality of 
services.  
 
 Baby boomers 
This target group has mainly plenty of time and possesses higher income than average.  
They prefer holidays with action and a clear and proper environment for their 
accommodation. They live mainly in urban centers, they are nature lovers and like being 
involved in activities that improve fitness; the beautiful landscapes are among their 
preferences. They are lovers of gastronomy and prefer special meals, sometimes 
prepared on request and wish accessibility to hotel‟s facilities such as sauna & Jaccuzi. 
 
Market segmentation is based on five key criteria; market segments for The Challenge 
Hotel are really accessible, since the communication campaign that is going to be 
launched can effectively reach any member of the segment; they are measurable, since 
the size and the purchasing power of consumers can be measured; they are identifiable 
judging from the fact that the segments are easily identified  through profiling variables; 
they are sustainable, since they show relative stability over time; and finally they are 
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homogenous and can become a basis in order to organize the marketing strategy. 
Providing (positioning) for what the segment is seeking and offering it distinctly and 
differently (differentiation) from our competitors, will market segmentation lead to a 
competitive advantage. 
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7. Marketing strategy 
Successful marketing strategy means designing services and products that emphasize 
attributes which customers value and connect to, and provide a sustainable differential 
advantage over competitors. We intend to focus on the Hotel‟s services‟ development, 
resource management, community involvement, market development and emphasize the 
promotion campaign. Product-specific strategies that relate to skiing, trekking, 
mountain biking, windsurfing, bird-watching and special events have also been 
provided.  
 
 Product/Service: The hotel‟s services should be adapted to the target group‟s 
needs. The importance of customer satisfaction is crucial and is based on the 
constant contact among personnel and customers. A comfortable hotel with 
modern design and a cozy environment combined with friendly, skilful and 
willing staff is absolutely necessary for the success. Especially a variety of 
excursions will be organized and they will be custom-designed to specific 
group‟s demands and desires; crossing the path E4 “ Florina-Nymfaio” with a 
moderate degree of difficulty; crossing the difficult E6 path “Vigla –Pisoderi” 
for advanced trekkers; biking on the mountain paths of the region; visiting the 
snow station and taking ski lessons; windsurfing in the lakes when the wind is 
favorable to practice this sport; feeling emotional uplift in the region of Prespes 
with the unique natural beauty and the rare bird species. The services of the 
hotel include sauna & Jacuzzi facilities for those who seek rejuvenation and well 
being and the restaurant offers a variety of local tastes carefully prepared for the 
guests who desire to indulge in the traditional cuisine. Flexibility on behalf of 
the hotel‟s management is needed so as to make additions or changes according 
to the customers‟ preferences, to whom should be given the opportunity to 
express their opinion and propose changes. This will facilitate the direct 
satisfaction of their desires and will favor the hotel‟s reputation. 
 Place: The place can define the availability of the product delivered. A good 
availability means providing a pleasant buying and consuming experience 
during the purchase. In our case Florina and the region of Western Macedonia in 
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line with the favorable for adventure activities climate has great chances of 
attracting a great number of the target audience.  
 Price: Customers are price sensitive. They will compare the Challenge Hotel’s 
services to other hotels of the region. Thus pricing will need to be competitive 
and affordable in order to attire more people interested in enjoying the 
accommodation and the activities of the hotel.  The company plans the creation 
of a hotel‟s club/academy, where loyal customers, who visit repeatedly the hotel, 
can enjoy special prices, discounts or facilitations. Finally different payment 
methods such as cash/credit card, reservation policy with prepayment of a part 
of the amount are going to be adopted in order to facilitate the hotel‟s guests. 
 Promotion: The Challenge Hotel aims at attracting the adventure travelers‟ 
attention based on the detailed advertising and giving information on the hotel‟s 
services. Promotional tools that are discussed below are used to influence the 
consumer buying behavior; images, words, and sounds are directed to appeal 
emotions. Consumers of travel industry are mostly personality driven and look 
for experiences; they think critically and examine alternative solutions. Thus real 
and persuasive attributes of the hotel must be promoted. 
 
Market development is critical if The Challenge Hotel lives up to its potential as an 
adventure tourism destination. With a well-crafted strategy and a concerted effort for 
implementation, it is possible to develop the region of Florina and The Challenge Hotel 
into a first class adventure tourism destination in Greece. 
Concerning the marketing strategy, there is a range variety of tourism magazines, 
alternative tourism and sport magazines, where the advertisement of The Challenge 
Hotel can be introduced; adventure travelers buy special sport magazines around ski, 
windsurfing etc in order to be aware of the actuality. Moreover the hotel‟s target group 
consists of highly educated people that are more than frequent users of the internet. 
Websites and social media can be used in order for the hotel to advertise its services. 
The Challenge Hotel is going to create its own website that will communicate its 
amenities as well as the activities offered. In addition, an advertisement in the region‟s 
website with continual updating is necessary to keep visitors informed on events and 
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offers. Furthermore social media such as Facebook that are very popular nowadays can 
be used for advertising purposes. 
An alternative promotion would be the assistance of The Challenge Hotel as sponsor to 
sport and adventure events where winners would enjoy free accommodation for a few 
days at the hotel. Another promotion idea is the creation of a point of sale/advertising 
i.e. a kiosk, where videos would advertise the hotel and brochures with information on 
the activities can be distributed to all attendants. 
Moreover, sales in person will remain present as a promotional tool since it creates 
close contact with the customer. Retaining an existing consumer thanks to the high 
quality service is very important to a company since this ensures a high quality 
experience for travelers that will inspire repeat visits and positive word-of-mouth 
advertising. Employees engaged in the company‟s values and policies are necessary for 
the successful handling of customers, possible complaints and feedback. 
Attention should be paid to the message strategy that is critical for the promotion‟s 
success. The message strategy should take into account the following characteristics: 
Appeal – Context: The campaign should give direct and clear information about the 
qualities and attributes of the Hotel and make the consumer feel free to take decisions. 
The informative consumer looks for rational information and examines every alternative 
solution before making the purchase. Messages need to be specific and speak to what 
this target audience is truly seeking: meaningful connections with the place and 
authenticity.  
Spokesperson: The choice of the spokesperson should be based on the reliability and 
credibility of the person, in order to persuade the consumers about the qualities of the 
advertized product. In our case an athlete of adventure sports could be the face of the 
campaign. 
Repetition: Since consumers of high involvement products are information seekers, they 
need time to take decisions and they do not appreciate constant pressure; so the 
advertisement should be informative and discreet. 
Finally the distribution channels have to be discussed since the nature of travel services 
drives companies to sell preferably through indirect channels, like agencies and 
intermediaries to ensure wider markets who should be able to give as much information 
as possible about the hotel‟s services including accommodation, prices, cost of activities 
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and discounts. Decisions on channel structure should primarily be based on evaluation 
of possible members getting involved. Channel arrangements must be analyzed in a 
continuous manner, as changes in market; consumers and trends are constant. For 
example, new technologies open doors to newly modified channel structure with faster 
contacts and sales. Internet as a sales point is an increasing tool because it reduces 
channel costs considerably and attracts many consumers with faster and easier purchase.  
The choice of large scale tourism/sport magazines and the number of their sales should 
be considered before the promotion campaign.  
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8. The Challenge Hotel’s strategies 
 Darst & Armstrong (1980) state that adventure travel is “all pursuits that provide an 
inherently meaningful human experience that is related directly to a particular outdoor 
environment – air, water, hills, and mountains”33; overall, The Challenge Hotel meets 
the criteria of a viable adventure destination. It possesses the core elements needed to 
offer an adventure product and in sufficient size so as to establish the region as a 
destination for the adventure seeker.  
Successful start and promising competitive performance require that The Challenge 
Hotel develops specific strategies; first in order to avoid bureaucratic and legal issues, 
the company will move forward with the project only when it has obtained the 
necessary documents to finish the purchase procedure of the building and start the 
refurbishment of the hotel.  
Furthermore, in travel business the product is consumed and produced at the same time, 
which makes the matters of personnel highly relevant. For this reason, the needs of each 
consumer must be recognized in an individual level. Customer orientation is the main 
way for the project‟s success and starts with the staff training that is a crucial phase in 
marketing. This means introducing new personnel into the company‟s culture in the 
very early stages of employment, and keeping up continuous training throughout 
seasons. The feeling of belonging is important to all employees that they may become 
an important asset for the company‟s internal structure. Before any external marketing 
can be successful, the internal marketing must function well. The purpose of internal 
marketing is to create a beneficial level of motivation and good atmosphere among all 
business assets. This helps in building a good image for outside customers, and 
improves many functions of the company. Interpersonal relationships may be the key to 
a competitive edge in today's service sectors. The entire marketing culture of the 
company should be linked to the service quality mentality and the commitment 
integrated with the service contact personnel.  
Since competitiveness is the effort undertaken by organizations to maintain long-term 
profitability The Challenge Hotel should develop this kind of strategies; Porter (1985) 
suggests that „the competitive strategy aims at establishing a profitable and sustainable 
                                                          
33 Darst, P. & G. Armstrong (1980) Outdoor Adventure Activities for School and Recreation Programs. Minneapolis, MN: Burgess. 
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position against the forces that determine industry competition‟34. Florina as destination 
gives the possibility to The Challenge Hotel to differentiate its services in order to be 
able to achieve a unique „tourist service benefit‟ which would enable it to establish its 
position in the tourism market in general and in the adventure tourism market 
especially, as well as to attract high spenders and create loyal tourists. As Gilbert (1990) 
states a good strategic tactic should attempt to present Florina and the around region as 
a „status area‟35 image that achieves intentional demand as a result of the unique product 
attributes perceived by the company. In addition it should focus on the customers‟ needs 
and follow the trends in order to differentiate its services from the competitors. Since 
more and more people are interested in adventure activities, it is required to enhance 
their satisfaction, delight them and thus strengthen the long-term profitability and 
competitiveness of the company. Developing a sustainable destination and ensuring 
prosperity of host population is the key to profitable performance.  
Successful businesses are those that adapt to changes and try to come up with attractive 
business projects and appropriate targeted marketing. A combination of strategies such 
as cost leadership and differentiation of products or service
36
 where the company 
requires minimizing its costs and at the same time creating something that is perceived 
industry-wide as being unique can contribute to the limitation of threats and weaknesses 
above mentioned. The Challenge Hotel should strive to achieve sustained competitive 
advantage by continually adapting to changes and by effectively formulating, 
implementing and evaluating strategies. The appropriate marketing strategies focusing 
on special buyer groups can increase the benefits of strengths and opportunities. 
Finally The Challenge Hotel’s viability is connected with the cooperation among all 
businesses and local authorities; needs and priorities for the region‟s development 
should be analyzed, trends and actualities must be taken into consideration and 
appropriate actions have to be discussed with the view to improving the conditions of 
the region, increasing the destination awareness through effective market development 
and making it an attractive adventure destination. 
 
                                                          
34 Porter, M. (1985) Competitive Advantage: Creating and Sustaining Superior Performance. New York: Free Press. p.1 
35 Gilbert, D. (1990) Strategic marketing planning for national tourism. Tourist Review 45 (1), pp.18–27. 
36 Porter, M. (1980) Competitive Strategy: Techniques for Analyzing Industries and Competitors. New York: Free Press, p.34-46. 
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9. Conclusion 
The present paper examines the development and operation of The Challenge Hotel, a 
tourism business that targets adventure lovers and those seeking authentic experiences. 
The tourism market was analyzed, the political and economical situation was discussed, 
a detailed business plan was prepared and ways of financing the project were examined. 
Moreover the market segmentation identified the target audience and its profile, 
marketing strategies were recommended and a discussion on the business‟s viability 
was attempted.  
Since tourism industry is a critical economic sector for Greece‟s economy and there is 
interest on behalf of private companies to be active in this business field, the State 
should take measures and actions that facilitate and promote these initiatives, since they 
can contribute greatly to regional development. Alternative tourism could foster 
geographical and temporal diversification of the Greek tourism product, contributing to 
the continuous growth of the industry.  
In conclusion, a significant competitive advantage of the region of Western Macedonia 
lies in the pristine natural environment and the diversity of experiences which offers 
that makes the region the perfect destination for adventure tourism. The Challenge 
Hotel project is developed in such a way as to provide comfortable and relaxing 
accommodation which can be used by adventure lovers as a base from which they can 
explore and fully experience the region‟s unique characteristics.  
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APPENDICES 
 
APPENDIX I 
Table 1   SETE - Basic Figures 2011 
 
Greek Tourism - Basic Figures 2011 
Contribution to GDP 16,5% [WTTC] 
Contribution to Employment 18,4% of total employment [WTTC] 
Employment (direct & indirect) 758.300 [WTTC] 
International Tourism Receipts 10,5 bn. €  [BoG] 
International Tourist Arrivals 16,4 mi. 
Average per capita tourism 
expenditure 
639 € 
Market Share 1,7% World, 3,3% Europe 
Seasonality 54% of international tourist arrivals are recorded in July - August - September 
Concentration of Supply 66% of hotel beds are concentrated in 4 areas of Greece [HCH] 
Hotel Capacity 9.648 hotels / 763.668 beds [HCH] 
Top 5 markets 
 Germany (2.240.481), U.K. (1.758.093), FYROM (1.356.000), France (1.149.388), 
Italy (843.613)  [H.ST. & BoG] 
Top 5 airports (in international 
tourist arrivals) 
Αthens (3.123.631), Heraklion (2.137.230), Rhodes (1.717.477), Thessaloniki 
(869.929), Kos (843.171 ) [HELL.STAT.] 
Source: SETE, data processed by Hell. Stat Authority, UNWTO, WEF 
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Table 2   The Travel & Tourism Competitiveness Index 2011 and 2009 
 
Source: Travel & Tourism Competitiveness Report 2011 
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Table 3    2011 Performance 
Greece - Competitors 
2011 Performance Indexes Greece Spain Cyprus Turkey Egypt Croatia 
Ranking - International Tourist Arrivals 17th 4th below 50th 6th 26th 24th 
Ranking - International Tourism Receipts 19th 2nd below 50th 12th 33th 32th 
International Tourist Arrivals 2011 (in 
mi.) 
16,4 56,7 2,4 29,3 9,5 9,9 
% change in arrivals 2000 - 2011 32,3% 22,2% -11,1% 205,2% 86,3% 86,8% 
International Tourism Receipts - 2011 bn 
USD 
14,6 59,9 2,5 23,0 8,7 9,2 
% change in receipts 2000-2011 58,7% 99,7% 31,6% 202,6% 102,3% 228,6% 
Average per capita tourism 
expenditure per trip in USD 
890 1.056 1.042 785 916 929 
World Market Share - International 
Tourist Arrivals 
1,7% 5,8% 0,2% 3,0% 1,0% 1,0% 
World Market Share - International 
Tourism Receipts 
1,4% 5,8% 0,2% 2,2% 0,8% 0,9% 
Source: SETE, data processed by Hell. Stat Authority, UNWTO, WEF 
 
Figure 1   Capital investment in travel & tourism 
Source: http://www.wttc.org/site_media/uploads/downloads/greece2012.pdf 
International Hellenic University 
Dissertation 
The Challenge Hotel Project 
 
62 
 
Chart 1  Travel & tourism’s contribution to GDP (Domestic vs Foreign 2011) 
 
 
 
  
 
 
 
 
Source: http://www.wttc.org/site_media/uploads/downloads/greece2012.pdf 
 
 
Chart 2  Travel & Tourism’s contribution to GDP (Business vs Leisure 2011) 
 
 
 
 
 
 
 
 
Source: http://www.wttc.org/site_media/uploads/downloads/greece2012.pdf 
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APPENDIX II 
 
Table 1 Investment cost 
Investment Total 
Purchase of the building 1.000.000 
Cost of design 18.000 
Cost of refurbishment 148.100 
Purchase of sport equipment & vehicles 137.750 
Cost of promotion campaign 4.400 
Total 1.308.250 
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Table 2      First/second year’s operational costs per month 
Month January February March April May June July August September October November December 
Salaries/wages 19000 19000 19000 28500 19000 19000 19000 19000 19000 19000 19000 35000 
Water 
supply/electricity 
3000 3000 3000 3300 3000 3000 3200 3300 3000 3000 3000 3300 
Heating 3000 3000 3000 2000 1500 0 0 0 0 1500 2000 3000 
Food/beverage 
cost 
7500 7500 7500 9000 7500 7500 10500 11000 7500 7500 7500 9000 
Vehicles' fuel 2000 2000 2000 4000 2000 2000 3000 3500 2000 2000 2000 4000 
Security 200 200 200 200 200 200 200 200 200 200 200 200 
Advertising cost 200 200 200 200 200 200 200 200 200 200 200 200 
Maintenance cost 150 150 150 150 150 150 150 150 150 150 150 150 
Stationery cost 20 20 20 20 20 20 20 20 20 20 20 20 
Total 35.070 35.070 35.070 47.370 33.570 41.570 36.270 37.370 32.070 33.570 34.070 54.870 
 
 
 
Table 3      Third year’s operational costs per month 
Month January February March April May June July August September October November December 
Salaries/wages 21000 21000 21000 31500 21000 31500 21000 21000 21000 21000 21000 40000 
Water 
supply/electricity 
3200 3200 3200 3300 3200 3200 3300 3300 3200 3200 3200 
3300 
Heating 3000 3000 3000 2000 1500 0 0 0 0 1500 2000 3000 
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Food/beverage 
cost 
7800 7800 7800 9000 7800 7800 10500 10800 7800 7800 7800 
15000 
Vehicles' fuel 2500 2500 2500 4000 2500 2500 3500 3800 2500 2500 2500 4000 
Security 200 200 200 200 200 200 200 200 200 200 200 200 
Advertising cost 200 200 200 200 200 200 200 200 200 200 200 200 
Maintenance cost 150 150 150 150 150 150 150 150 150 150 150 150 
Stationery cost 25 25 25 25 25 25 25 25 25 25 25 25 
Total 38.075 38.075 38.075 50.375 36.575 45.575 38.875 39.475 35.075 36.575 37.075 59.875 
 
 
Table 4      Fourth/fifth year operational costs 
 
Month January February March April May June July August September October November December 
Salaries/wages 23000 23000 23000 34500 23000 34500 23000 23000 23000 23000 23000 44000 
Water 
supply/electricity 
3300 3300 3300 3300 3300 3300 3300 3300 3400 3400 3400 3300 
Heating 3000 3000 3000 2000 1500 0 0 0 0 1500 2000 3000 
Food/beverage 
cost 
8000 8000 8000 9100 8000 8000 10800 10800 8000 8000 8000 9100 
Vehicles' fuel 2700 2700 2700 4000 2700 2700 4000 4000 2700 2700 2700 4000 
Security 200 200 200 200 200 200 200 200 200 200 200 200 
Advertising cost 200 200 200 200 200 200 200 200 200 200 200 200 
Maintenance cost 200 200 200 200 200 200 200 200 200 200 200 200 
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Stationery cost 30 30 30 30 30 30 30 30 30 30 30 30 
Total 40.630 40.630 40.630 53.330 39.130 49.130 41.730 41.730 37.730 39.230 39.730 64.030 
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Revenues from rooms’ occupancy 
First year of operation 
 
Table 5   Average revenues per month 
Working 
days 
40 rooms x 70% = 28 rooms  
Just accommodation: 28 rooms x 80% = 22 rooms 22 rooms x €50 = 
€1.100 x 5 days/week = €5.500 x 4 weeks/month = € 22.000 
Participating in activities: 28 rooms x 20% = 6 rooms  
6 rooms x €80 = €480 x 5 days/week = €2.400 x 4 weeks/month = € 
9.600 
Weekend 40 rooms x 90% = 36 rooms 
Just accommodation: 36 rooms x 10% = 4 rooms x €60 = €240 x 2 days 
of weekend = €480 x 4 weekends/month = € 1.920 
Participating in activities: 36 rooms x 90% = 32 rooms x €100 = € 
3.200 x 2days of weekend = €6.400 x 4 weekends/month = € 25.600 
Total €59.120 
 
Table 6     Month of April 
Easter 
holidays 
Just accommodation: - 
Participating in activities: 40 rooms x 100% = 40 rooms x €100 = 
€4.000 x 15 days = €60.000 
Working 
days 
Just accommodation: 28 x 70% 20 rooms x 80% = 22 rooms x €50 = 
€1.100 x 5 days/week = €5.500 x 2 weeks/month = € 11.000 
Participating in activities: 6 rooms x €80 = €480 x 5 days/week = 
€2.400 x 2 weeks/month = €4.800 
Weekends Just accommodation: 4 rooms x €60 = €240 x 2 days of weekend = 
€480 x 2 weekends/month = € 960 
Participating in activities: 32 rooms x €100 = € 3.200 x 2days of 
weekend = €6.400 x 2 weekends/month = € 12.800 
Total €89.560 
 
Table 7     Month of July 
Month of 
July 
40 rooms x 95% = 38 rooms 
Just accommodation: 38 rooms x 10% = 4 rooms x €60 = €240 x 30 
days/month= €7200 
Participating in activities: 34 rooms x €100 = €3.400 x 30 days/month 
= €102.000 
Total €109.200 
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Table 8    Month of August 
Month of 
August 
Participating in activities: 40 rooms x €100 = €4.000 x 30 
days/month = €120.000 
Total €120.000 
 
 
Table 9   Month of December 
Christmas 
holidays 
Just accommodation: - 
Participating in activities: 40 rooms x 100% = 40 rooms x €100 = 
€4.000 x 15 days = €60.000 
Working 
days 
Just accommodation: 22 rooms x €50 = €1.100 x 5 days/week = 
€5.500 x 2 weeks/month = € 11.000 
Participating in activities: 6 rooms x €80 = €480 x 5 days/week = 
€2.400 x 2 weeks/month = €4.800 
Weekends Just accommodation: 4 rooms x €60 = €240 x 2 days of weekend = 
€480 x 2 weekends/month = € 960 
Participating in activities: 32 rooms x €100 = € 3.200 x 2days of 
weekend = €6.400 x 2 weekends/month = € 12.800 
Total €89.560 
 
Third year 
Table 10   Average revenues per month 
Working 
days 
40 rooms x 70% = 28 rooms  
Just accommodation: 28 rooms x 70% = 20 rooms x €50 = €1.000 x 5 
days/week = €5.000 x 4 weeks/month = € 20.000 
Participating in activities: 28 rooms x 30% = 8 rooms  
8 rooms x €100 = €800 x 5 days/week = €4.000 x 4 weeks/month = € 
16.000 
Weekend 40 rooms x 90% = 36 rooms 
Just accommodation: 36 rooms x 5% = 2 rooms x €60 = €120 x 2 days 
of weekend = €240 x 4 weekends/month = € 960 
Participating in activities: 36 rooms x 95% = 34 rooms x €100 = € 
3.400 x 2days of weekend = €6.800 x 4 weekends/month = € 27.200 
Total €64.160 
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Table 11    Month of April 
Easter 
holidays 
Just accommodation: - 
Participating in activities: 40 rooms x 100% = 40 rooms x €100 = 
€4.000 x 15 days = €60.000 
Working 
days 
Just accommodation: 28 rooms x 70% = 20 rooms x €50 = €1.000 x 5 
days/week = €5.000 x 2 weeks/month = € 10.000 
Participating in activities: 28 rooms x 30% = 8 rooms x €80 = €640 x 5 
days/week =  €3.200 x 2 weeks/month = €6.400 
Weekends Just accommodation: 36 rooms x 5% = 2 rooms x €60 = €120 x 2 days 
of weekend = €240 x 2 weekends/month = € 480 
Participating in activities: 34 rooms x €100 = € 3.400 x 2 days of 
weekend = €6.800 x 2 weekends/month = € 13.600 
Total €90.480 
 
Table 12    Month of July 
Month of 
July 
40 rooms x 98% =39 rooms 
Just accommodation: 2 rooms x €60 = €120 x 30 days/month= €3600 
Participating in activities: 37 rooms x €100 = €3.700 x 30 days/month 
= €111.000 
Total €114.600 
 
Table 13      Month of August 
Month of 
August 
Participating in activities: 40 rooms x €100 = €4.000 x 30 
days/month = €120.000 
Total €120.000 
 
 
Table 14   Month of December 
Christmas 
holidays 
Just accommodation: - 
Participating in activities: 40 rooms x 100% = 40 rooms x €100 = 
€4.000 x 15 days = €60.000 
Working 
days 
Just accommodation: 28 rooms x 70% = 20 rooms x €50 = €1.000 x 5 
days/week = €5.000 x 2 weeks/month = € 10.000 
Participating in activities: 28 rooms x 30% = 8 rooms x €80 = €640 x 
5 days/week =  €3.200 x 2 weeks/month = €6.400 
Weekends Just accommodation: 36 rooms x 5% = 2 rooms x €60 = €120 x 2 days 
of weekend = €240 x 2 weekends/month = € 480 
Participating in activities: 34 rooms x €100 = € 3.400 x 2 days of 
weekend = €6.800 x 2 weekends/month = € 13.600 
Total €90.480 
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Fourth / fifth year 
Table 15        Average revenues per month 
Working 
days 
40 rooms x 80% = 32 rooms  
Just accommodation: 32 rooms x 70% = 22 rooms x €50 = €1.100 x 5 
days/week = €5.500 x 4 weeks/month = € 22.000 
Participating in activities: 32 rooms x 30% = 10 rooms  
10 rooms x €100 = €1000 x 5 days/week = €5.000 x 4 weeks/month = € 
20.000 
Weekend 40 rooms x 95% = 38 rooms 
Just accommodation: 38 rooms x 5% = 2 rooms x €60 = €120 x 2 days 
of weekend = €240 x 4 weekends/month = € 960 
Participating in activities: 38 rooms x 95% = 36 rooms x €100 = € 
3.600 x 2days of weekend = €7.200 x 4 weekends/month = € 28.800 
Total €71.760 
 
Table 16    Month of April 
Easter 
holidays 
Just accommodation: - 
Participating in activities: 40 rooms x 100% = 40 rooms x €100 = 
€4.000 x 15 days = €60.000 
Working 
days 
40 rooms x 80% = 32 
Just accommodation: 32 rooms x 70% = 22 rooms x €50 = €1.100 x 5 
days/week = €5.500 x 2 weeks/month = € 11.000 
Participating in activities: 32 rooms x 30% = 10 rooms x €80 = €800 x 
5 days/week =  €4.000 x 2 weeks/month = €8.000 
Weekends 40 rooms x 95% = 38 rooms 
Just accommodation:  
38 rooms x 5% = 2 rooms x €60 = €120 x 2 days of weekend = €240 x 2 
weekends/month = € 480 
Participating in activities: 36 rooms x €100 = € 3.600 x 2 days of 
weekend = €7.200 x 2 weekends/month = € 14.400 
Total €93.880 
 
Table 17    Month of July 
Month of 
July 
40 rooms x 100% =40 rooms 
Just accommodation: 40 rooms x 3% = 1 room x €60 = €60 x 30 
days/month= €1800 
Participating in activities: 40 rooms x 97% = 39 rooms x €100 = €3.900 
x 30 days/month = €117.000 
Total €118.800 
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Table 18    Month of August 
Month of 
August 
Participating in activities: 40 rooms x €100 = €4.000 x 30 
days/month = €120.000 
Total €120.000 
 
Table 19    Month of December 
Christmas 
holidays 
Just accommodation: - 
Participating in activities: 40 rooms x 100% = 40 rooms x €100 = 
€4.000 x 15 days = €60.000 
Working 
days 
40 rooms x 80% = 32 
Just accommodation: 32 rooms x 70% = 22 rooms x €50 = €1.100 x 5 
days/week = €5.500 x 2 weeks/month = € 11.000 
Participating in activities: 32 rooms x 30% = 10 rooms x €80 = €800 x 
5 days/week =  €4.000 x 2 weeks/month = €8.000 
Weekends 40 rooms x 95% = 38 rooms 
Just accommodation:  
38 rooms x 5% = 2 rooms x €60 = €120 x 2 days of weekend = €240 x 2 
weekends/month = € 480 
Participating in activities: 36 rooms x €100 = € 3.600 x 2 days of 
weekend = €7.200 x 2 weekends/month = € 14.400 
Total €93.880 
 
 Table 20     Turnover from rooms’ guests 
first year 881.280 
second year  881.280 
third year  928.840 
fourth year  1.000.640 
fifth year 1.000.640 
 
 
Jacuzzi & sauna 
First / second year 
 
 Table 21 Average use of Jacuzzi and sauna 
 28 rooms x 50% = 14 x €30 = €420 x 4 weeks/month = €1.680 
Total €1.680 
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Table 22   Month of April 
 40 rooms x 50% = 20 x €30 = €600 x 2 weeks/month = €1.200 
28 rooms x 50% = 14 x €30 = €420 x 2 weeks/month = €840 
Total €2.040 
 
Table 23   Month of July 
 38 rooms x 50% = 19 x €30 = €570 x 4 weeks/month = €2.280 
Total €2.280 
 
Table 24    Month of August 
 40 rooms x 50% = 20 x €30 = €600 x 4 weeks/month = €2.400 
Total €2.400 
 
Table 25    Month of December 
 40 rooms x 50% = 20 x €30 = €600 x 2 weeks/month = €1.200 
28 rooms x 50% = 14 x €30 = €420 x 2 weeks/month = €840 
Total €2.040 
 
Third year 
Table 26   Average use of Jacuzzi and sauna 
 28 rooms x 55% = 15 x €30 = €450 x 4 weeks/month = €1.800 
Total €1.800 
 
Table 27   Month of April 
 40 rooms x 55% = 22 x €30 = €660 x 2 weeks/month = €1.320 
28 rooms x 55% = 15 x €30 = €450 x 2 weeks/month = €900 
Total €2.220 
 
Table 28   Month of July 
 39 rooms x 55% = 21 x €30 = €630 x 4 weeks/month = €2.520 
Total €2.520 
 
Table 29    Month of August 
 40 rooms x 55% = 22 x €30 = €660 x 4 weeks/month = €2.640 
Total €2.640 
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Table 30   Month of December 
 40 rooms x 55% = 22 x €30 = €660 x 2 weeks/month = €1.320 
28 rooms x 55% = 15 x €30 = €450 x 2 weeks/month = €900 
Total €2.220 
 
Fourth / fifth year 
Table 31    Average use of Jacuzzi and sauna 
 40 rooms x 80% = 32 rooms x 60% = 19 rooms x €30 = €570 x 4 weeks/month 
= €2.280 
Total €2.280 
 
Table 32    Month of April 
 40 rooms x 60% = 24 rooms x €30 = €720 x 2 weeks/month = €1.440 
32 rooms x 60% = 19 x €30 = €570 x 2 weeks/month = €1.140 
Total €2.580 
 
Table 33    Month of July 
 40 rooms x 60% = 24 x €30 = €720 x 4 weeks/month = €2.880 
Total €2.880 
 
Table 34    Month of August 
 40 rooms x 60% = 24 x €30 = €720 x 4 weeks/month = €2.880 
Total €2.880 
 
Table 35    Month of December 
 40 rooms x 60% = 24 x €30 = €720 x 2 weeks/month = €1.440 
32 rooms x 60% = 19 x €30 = €570 x 2 weeks/month = €1.140 
Total €2.580 
 
Table 36  Turnover from Jacuzzi & sauna guests 
first year 22.200 
second year  22.200 
third year  24.000 
fourth year  29.160 
fifth year 29.160 
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Restaurant 
First / second year 
Table 37  Average inflows from restaurant service 
 28 customers x €10 = €280 x 30 days/month = €8.400 
Total €8.400 
 
Table 38 Average inflows from restaurant service for April 
 40 customers x €10 = €400 x 15 days/month = €6.000 
28 customers x€ 10 = €280 x 15 days/month = €4.200 
Total €10.200 
 
Table 39 Average inflows from restaurant service for July 
 38 customers x €10 = €380 x 30 days/month = €11.400 
Total €11.400 
 
Table 40 Average inflows from restaurant service for August 
 40 customers x €10 = €400 x 30 days/month = €12.000 
Total €12.000 
 
Table 41 Average inflows from restaurant service for December 
 40 customers x €10 = €400 x 15 days/month = €6.000 
28 customers x€ 10 = €280 x 15 days/month = €4.200 
Total €10.200 
 
Third year 
 
Table 42    Average inflows from restaurant service 
 29 customers x €10 = €290 x 30 days/month = €8.700 
Total €8.700 
 
Table 43   Average inflows from restaurant service for April 
 40 customers x €10 = €400 x 15 days/month = €6.000 
29 customers x€ 10 = €290 x 15 days/month = €4.350 
Total €10.350 
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Table 44    Average inflows from restaurant service for July 
 39 customers x €10 = €390 x 30 days/month = €11.700 
Total €11.700 
 
Table 45   Average inflows from restaurant service for August 
 40 customers x €10 = €400 x 30 days/month = €12.000 
Total €12.000 
 
Table 46  Average inflows from restaurant service for December 
 40 customers x €10 = €400 x 15 days/month = €6.000 
29 customers x€ 10 = €290 x 15 days/month = €4.350 
Total €10.350 
 
Fourth / fifth year 
 
Table 47       Average inflows from restaurant service 
 30 customers x €10 = €300 x 30 days/month = €9.000 
Total €9.000 
 
Table 48    Average inflows from restaurant service for April 
 40 customers x €10 = €400 x 15 days/month = €6.000 
30 customers x€ 10 = €300 x 15 days/month = €4.500 
Total €10.500 
 
Table 49   Average inflows from restaurant service for July 
 40 customers x €10 = €400 x 30 days/month = €12.000 
Total €12.000 
 
Table 50    Average inflows from restaurant service for August 
 40 customers x €10 = €400 x 30 days/month = €12.000 
Total €12.000 
 
Table 51    Average inflows from restaurant service for December 
 40 customers x €10 = €400 x 15 days/month = €6.000 
30 customers x€ 10 = €300 x 15 days/month = €4.500 
Total €10.500 
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Table 52    Turnover form restaurant’s guests 
first year 111.000 
second year  111.000 
third year  114.000 
fourth year  117.000 
fifth year 117.000 
 
 
Table 53            Total inflows per year 
 
rooms Jacuzzi & sauna restaurant Total 
First year 881.280 22.200 111.000 1.014.480 
Second year 881.280 22.200 111.000 1.014.480 
Third year 928.840 24.000 114.000 1.066.840 
Fourth year 1.000.640 29.160 117.000 1.146.800 
Fifth year 1.000.640 29.160 117.000 1.146.800 
Total 4.692.680 126.720 57.0000 5.389.400 
 
Table 54    Operational Inflows / Outflows per year 
 
Outflows Inflows 
First year 493.700 1.014.480 
Second year 493.700 1.014.480 
Third year 496.900 1.066.840 
Fourth year 527.860 1.146.800 
Fifth year 527.860 1.146.800 
 
Table 55   EBIT 
 
Inflows Outflows EBIT 
First year 1.01.4480 493.700 520.780 
Second year 1.014.480 493.700 520.780 
Third year 1.066.840 496.900 569.940 
Fourth year 1.146.800 527.860 618.940 
Fifth year 1.146.800 527.860 618.940 
Total 5.389.400 2.540.020 2.849.380 
 
 
